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Branding: 
Square One Brewery
Square One Brewery is a restaurant located in 
Lafayette Square, St. Louis, Missouri. Combining 
knowledge of good St. Louis eats and a unique, 
homemade distillery process their aim was to create 
a modern brand focused on the simple pleasures in 
life: good food, great drinks, and excellent company. 
Their goal was to create an atmosphere that was classic, welcoming, 
engaging, and really focused on drawing in the younger, micro-brewery 
enthusiast generation. With these goals in mind, I chose to utilize a sanserif 
font focusing on clean lines when designing the logo. The vertical stacking 
of the text creates a visual box in itself which balances the box in the upper 
right corner. Limiting the logo to one color enables a clean and cohesive 
design that easily translates onto any surface.

I chose to keep the logo the central focus for the 
letterhead, business card, and envelope for Square 
One. The business card features the logo on the 
front with all of the business information on the 
backside of the card. The information on the back 
of the card is set in the shape of a square as a nod 
to the brewery’s name and the business card being 
square in shape itself further nods to the location 
of the business being on a street square. The flap 
of the envelope is the first piece to include the 
secondary geometric pattern that will be carried out 
throughout the rest of the design. These interlocking 
squares connect the modern theme while still tyeing 
in the repetitive element of the square but in a new 
and different way.



Above are the four billboard designs that would be displayed throughout the St. Louis area. The message 
of the company is on its superior food and drinks so therefore it is the focus of the signage. Colorful images 
draw the viewer’s atention while the limited words enable the billboards to avoid information overload when 
most drivers will have only a few seconds to absorb the message.

The salt and pepper shakers featured 
below continue the pattern of 
interlocking squares featured on the 
envelope and the to-go boxes/bags. The 
inversion of the black and white colors 
in the pattern creates a coordinating, but 
not matching, design while the sanserif 
font contines the clean/sleek look.

The to-go bag and box feature the logo front and center while incorporating the “great drinks” and “good eats” 
mentality of the restaurant. Additionally, the pattern on the side of the square box continues to tie in the square 
element of the design in a subtle but visually interesting way that accents the rest of the peice.

The mustard and ketchup bottles 
continue the interlocking squares 
pattern but feature a close up 
version so that they coordinate 
with the other pieces but the 
continued use of that pattern 
does not get repetative, dull, or 
predictable. The muted use of 
yellow and red ensure that the 
bottles do not contrast with the 
black and white pallet but instead 
act to bridge the gap between 
the limited colors used and the 
muted reds and yellows of the 
building itself. 



Branding: Square One Brewery
The menus for Square One would be served on thin wooden cutting boards, as 
pictured below, and would function as a unique presentation signifying the restaurant 
is not a typical brewery. There would be two separate menus, one for food and 
one for drinks - making everything easily accessible. The menus flip up to reveal an 
image of a signature food or drink found within that section. The images are meant 
to mirror the billboard signs so that the items featured in the advertisements may be 
easily found. The main menu features 5 sections: Appetizers, Salads, Sandwiches, 
Entrées, and Brunch. Overall, the menu design prioritizes funtionality while preserving 
the bold, simplistic design elements carried throughout the campaign.



The first three images featured on this page are the section headers within the main menu. They are each paired with at least one page below listing all of the 
dishes that fall under that menu page similar to those featured on the left-hand page. The fourth section on this page is one of the inside pages for the drink 
menu. All of the different beers are listed along with an explanation under each one. The colors used throughout the menu are more muted, complimenting the 
colors of the food and the overall building itself.



Branding: Spirits of St. Louis
Spirits of St. Louis is owned by the same family as Square One Brewery 
however the owners were looking to expand the brand to stand out on 
its own. Spirits of St. Louis is a distillery brand that focuses on whiskey 
and other liquor and was named as a play on words after “Spirit of St. 
Louis”, Charles Lindbergh’s airplane that he flew on his famous flight 
to Paris. When designing this brand it was important to emphasize that 
there was a distinct difference between the already established Square 
One brand. Therefore the whole point of inspiration for the brand design 
was what inspired the name in the first place: aviation. This brand has a 
high focus on photography and a completely new color scheme to aid in 
further distinguishing it from the Square One brand.

The feature colors of this 
design are red and blue with 
accents of yellow, with the first 
two colors acting as a nod to 
both the American and French 
flags - the two contries involved 
in the famous flight. In order to 
seperate the two categories 
within the Spirts business, 
distribution to grocery stores 
or restaurants, the stationary 
was designed in both colors 
for easy organization. Similary, 
the evelopes have mirrored 
designs in both blue and red 
although only the red design 
is featured. The photography 
featured on the back of the 
stationary was one of the 
primary inspirations for the rest 
of the designs.



Spirits of St. Louis brand would 
also have custom coasters which 
could be distributed to all pairing 
restaurants as an additional form of 
advertisment and brand promotion. 
Two differnet images dealing with 
the Spirt of St. Louis flight would 
be incorporated into the coaster 
variations and there would be 
several different variations of 
the blue, yellow, and red feature 
design colors. 

The Spirits of St. Louis business cards would be 
the traditional shape and size with the back of the 
business card being a collage of the images and 
text. Limiting the cards to one color aids in creating 
a cohesive design focused on controlled chaos. By 
carrying a sliver of the design on the back to the 
front it ties the two together and adds some interest 
beyond simply just featuring the text and the logo. 
These business cards also act as a unique statement 
that will catch the holder’s eye and employ them to 
take a closer look.



Whiskey To-Go Kits
In working with an expanding business it is important to examine all possible opportunities, even 
those that the business owners themselves may not have thought of yet. These Whiskey To-
Go Kits are developed to incorporate all necessary supplies and ingrediants to create some of 
the most classic drinks on the go. Whether as a present or for someone who is an avid travel 
themselves this is the perfect opportunity for the Spirits brand to continue to expand. These kits 
contain enough for two drinks including a carrying case, a recipe card, a spoon for mixing, two 
mini bottles of whiskey/liquor, two packets of sugar, and a bottle of the other ingrediant varying 
according to the receipe chosen. These kits are designed utilizing the same color pallet and 
style as the rest of the branding but incorporate illustration which provides them a unique feel.



The three different types of drinks featured within the 
kits are Mint Julep, Whiskey Sour, and Old Fashioned 
- providing a variety for all the whiskey drinkers.

Each Whiskey To-Go kit has a unique color scheme, 
recipe layout, illustrated design, and is labeled on the 
front for an individualized experience with each drink.



J.J Neukomm - Missouri Malt Whiskey

All packaging is centered around the flight of 
Lindbergh and was designed with the intention of 
coordinating and adding layers to the story. Even the 
tag label replicates a vintage luggage tag featuring 
France as the destination, the year of Lindbergh’s 
flight, and a message from the owners. When all of the 
packaging is displayed together the looks coordinate 
- portraying a vintage handcrafted look inspired by a 
classic moment in aviation history.

The outer packaging 
to the left is based on 
the actual newspaper 
that was released 
in New York on the 
day that Lindbergh 
completed his flight.

The packaging of the J. J. Neukomm Whiskey was specifically inspired by the airplane that Lindbergh flew across the Atlantic Ocean. It consists of blueprint 
designs on aged looking paper as a nod to the careful construction that goes both into crafting the airplane and the whiskey. The unique aspect of this design is 
that the “J.J. Neukomm” label and text appear on the front of the bottle while the actual blueprint may only be seen when looking through the whiskey itself. This 
aludes to the idea that the Spirits of St. Louis owners pay close attention to the details and add those special touches that make their whiskey extraordinary.



Hopskey -Whiskey

Another whiskey that is distilled by the Spirits of St. Louis company is the “Hopskey”. The defining 
aspect of this creation is the utilization of hops to create a unique, smooth flavoring. With hops being 
the central emphasis of this whiskey the focus of the packaging was to focus on this. Utilizing a dark 
brown background reflective of the wooden barrels that the whiskey is stored in the “Hopskey” focuses 
on the all natural materials that are used in the making of a superior drink. Utilizing the colors green 
and brown furthermore tying the design into the other two whiskey bottles. The illustrated hops mirror 
the illustrated styles of the other whiskey bottle designs while adding to the classic look of the design. 
Although the central focus of this bottle design is not on the Lindbergh flight it is still tied into the 
narrative through the newspaper packaging and custom colored luggage tag that adorn the product. 



Vermont Night - Liqueur
The final liqueur bottle is designed around the flight that Lindbergh took from New York to Paris. The lines 
within the countries represent simplified street maps while the alteration of black and white countries act 
as a means to create distinct states and countries. The black and white look creates a classic design while 
the green accent color ties in the “Hopskey” whiskey bottle design. The white background representative 
of the water contrasts to and accents the darkness of the liqueur itself which is why the drink originally 
recieved its “night” name. Similarly, to the other two bottles “Vermont Night” will be wrapped in a replica 
newspaper design as well as recieve its own custom colored lugguage ticket to France.

Each of the smaller bottles found 
within the Whiskey-To-Go Kits feature 
either the starting point, New York, or 
the ending point, France, of the flight. 
This enables the incorporation of the 
bigger bottle design while preserving 
the detailed street designs.



Branding: Truman 
State University
Redesigning the Truman State University 
brand was an intriguing project which 
enabled me to challenge myself both in 
my hand-skills and conceptual thinking 
abilities. In approaching this project I aimed 
to challenge the university to expand its 
approach when recruiting prospective 
students. Previous branding campaigns 
for Truman have focused on an exuberant 
amount of purple and cliche images of 
students smiling on the quad and images of 
books or students studying. A central focus 
of this campaign was to empower Truman 
State to stand out compared to other 
universities through the utilization of good 
design and engaging illustrations.

The two poster designs below focus 
on different buildings on campus 
that can be tied to the “Pursue a...” 
tagline. By portraying two of the most 
famous structures on campus in an eye 
catching illustrative layout emphasises 
the idea that while Truman has a proud 
history it is also a school that is not 
afraid to do things differently. Both of 
these posters also serve as attention 
getting artworks that intrigue viewers to 
look closer to absorb the details.

Postcards which could 
be mailed to prospective 
students are featured 
above. These incorporate 
actual images from 
campus overlayed with 
one of the featured colors 
so as to stand out in a pile 
of white mail. Meant to 
imitate an old fashioned 
postcard, the front features 
the name “Truman” with a 
quick phrase focused on 
its superior academics, 
the university’s the main 
selling point. Illustrations 
of the buildings are on the 
back tying these designs 
to the welcome folder 
potential students recieve 
when visiting the school.



This is an informational booklet 
created that could be handed out or 
mailed to prospective students. The 
booklet itself slides into the “Don’t 
Follow” case and the die cut reveals 
the graphics on the cover pulled 
from the designs of other pieces. 
This small booklet contains quick 
facts about the university laid out in 
an easy to navigate fashion utilizing 
images and graphics.

This is an informational booklet created that 
could be handed out or mailed to prospective 
students. The booklet itself slides into the 
“Don’t Follow” case and the die cut reveals 
the graphics on the cover pulled from the 
designs of other pieces. This small booklet 
contains quick facts about the university laid 
out in an easy to navigate fashion utilizing 



This unique folder would 
be given to students 
when they visited the 
campus. The front 
flap serves as a rather 
interpretive map of the 
campus showcasing the 
buildings throughout 
the university. While the 
left inside flap has many 
quick facts regarding the 
university and 
campus activities.

One challenge of this 
project was the inability 
to alter the logo or slogan 
of the university. The 
font for the slogan had 
to follow the university 
type-kit and the color 
purple had to adhere to 
the university dictated 
shade as well. Thus with 
these limitations in mind 
I began to construct the 
overall design themes. 
The orange and green 
colors to compliment 
the purple. In addition, 
the campus features 
many historic brick 
buildings surrounded by 
greenspace so these 
colors speak to those 
physical attributes as well.



Branding: Communication Disorders Department
Included within the university 
branding project was the 
redesign of several materials 
for a department on campus. 
The Communication Disorders 
Department focuses both on 
academic mastery as well 
as hands on experience 
with the material. In order to 
compliment the overall design 
for the university I chose to 
incorporate lighter shades of 
the green/blue and the orange 
to create cohesive looks. 
To the left are two potential 
designs for postcards which 
could be mailed to prospective 
students who have declared 
an interest in majoring in 
Communication Disorders. 



Mirroring the postcard on the previous 
page, this book of quick facts about the 
communication disorders department 
relays important information in an easily 
legible format with the incorporation of 
infographics. The setup of this booklet 
enables it to act as either a piece of 
literature sent in the mail or a handout 
given to prospective students on visit day. 
The illustrative design featured on the 
“By the Numbers” page offers a solution 
to portraying general information of the 
department and programs in an engaging 
and relevant way. 



Branding: 
Market on 
the Square
Each year from May to 
October the small Midwestern 
town of Kirksville, MO hosts 
a local farmers market 
on Saturdays. Farmers, 
craftsmen, and more journey 
to here to sell goods on the 
town square. This event has 
drawn the attention of many 
of the local families as well 
as college students. As the 
tradition has expanded the 
farmers market needed a 
more professional design, 
website, and business plan in 
order to reach a 
wider audience.

The three panels below mock potential designs for the light post banners that the city could feature in the summer. 
With every big city wide event the light poles feature a different banner that incorporate a focus on the fresh fruits 
and vegetables available at the farmers market. By incorporating photography theses banners not only emphasis the 
freshness achieved by these locally sourced foods but also the variety of items the market has to offer. Finally, these 
images incorporate the repeated circular imagery of the logo as well as offering bold accents of color that make the 
logo stand out even more.



Below are two poster designs 
to advertise the farmers 
market which emphasize the 
importance of fresh vegetables 
in many of summer’s staple 
meals like corn on the cob 
or grilled kabobs. The white 
plate and gray background 
emphasis how boring a meal 
can be without fresh veggies. It 
is a creative and unique way to 
emphasize the need for fresh 
vegetables and fruit during the 
summer while avoiding cliche 
images of tractors, farms, or 
platters of vegetables 

Above is a name tag 
that the Market on 
the Square director, 
volunteers, and 
vendors could wear to 
add to the community 
feeling for visitors. 
Emphasizing the idea 
that everyone is a 
neighbor and all are on 
a first name basis.

I also designed a variety of pricing and labeling 
tags that could be used during the actual farmers 
market as a resource for the vendors who may 
not have the means or design abilities to create 
these themselves. There are label stickers, tags, 
and logo stickers for anything that a vendor 
may need. In addition, I designed postcards 
that the farmers market can send out either to 
local community members on thier subscription 
or to vendors as a reminder of important dates, 
activities, or as a general invitation to check out 
the Market on the Square!



Layout Design:

Here is a paragraph about the branding project that I did for Square One Brewery. It was a great 
project and I really enjoyed it. I think that it turned out well and it was great. Now I am just trying 
to fill up space. Here is a paragraph about the branding project that I did for Square One Brew-
ery. It was a great project and I really enjoyed it. I think that it turned out well and it was great. 
Now I am just trying to fill up space. Here is a paragraph about the branding project that I did for 
Square One Brewery. It was a great project and I really enjoyed it. I think that it turned out well 
and it was great. Now I am just trying to fill up space.

This project entailed a 
redesign of a National 
Geographic article involving 
food safety. I chose to feature 
an image that I took in Spain. 
When I studied abroad 
one cultural difference that 
surprised me was how 
food was left out on public 
counters for hours and meat 
was left unrefrigerated. Both 
of these seemed unsafe food 
practices and immediately 
came to mind when reading 
this article. With a detailed 
image I chose to keep the 
layout and colors simple.



This project featured a poster design 
for the annual AIGA design contest. 

My focus for this two color, typographical 
driven project was on the concept that all 
projects whether professional or student 
begin with a pencil, a blank piece of paper, 
and a great idea. 

Poster Designs:

I first visited the town of 
Steamboat Springs, Colorado 
when my boyfriend moved 
there for work. The simple 
beauty of a quaint town 
nestled in the shadow of 
an enormous mountain was 
remarkable. After two years 
working in the town my 
boyfriend will be moving back 
to Missouri. I know that he 
will miss living in Steamboat 
Springs so I wanted to make 
him something to remember 
the town. In this poster I chose 
to include all of his favorite 
restaurants and activities. I 
focused on getting all of the 
details accurate, down to 
the exact ski paths on the 
mountain. My aim in creating 
this gift was to give my 
boyfriend something by which 
he could always remember his 
time in Colorado.



Book Design: 
Anne of Green Gables
The focus of this project was to choose a classic novel and design 
a book cover, CD, CD case, and a point of purchase display that 
could sit on a shelf in store. I chose to focus on Anne of Green 
Gables, a childhood favorite, for this project. The book focuses 
on a young girl adopted by an elderly brother and sister living 
an isolated life in a small town. The story follows Anne and her 
grand imagination as she assimilates to life in town. Throughout 
the novel Anne’s opinion of her red hair serves as a symbolic 
measurement of her maturity in this comming-of-age story. 
Thus I chose to heavily incorporate her red braids into the cover 
design. I wanted Anne’s simple, but whimsical style to be reflected 
in the design so I used a two-colored illustrative layout 
with hand-lettering. 

Anne’s red hair, mentioned 
continuously throughout the 
novel, inspired the use of 
red as a central color within 
the design. I chose to offset 
it with tan as a nod to the 
“Little Golden Book” classic 
children’s books.



CD Design: Of Monsters and Men
The  album that I chose to design was for Of Monsters and Men, a Swedish 
alternative folk band whose lyrics often involved symbolism incorporating nature 
and animals. With this forming the basis of my design I chose to utilize photography 
and muted coloring to incorporate the reflective and rather melancholy sound of the 
music. This CD design included designs for a case, CD, and lyrics booklet. While all 
three pieces incorporate different designs the subject matter, colors, and method of 
design resulted in a complete seamless collection. 

The content matter of each song is reflected 
in the background imagery chosen for the 
lyrics page. “Yellow Light” speaks of a dark 
woods at night where the shifting colors 
result in an eerie glow, an interpretation of 
coming to terms with death.



Brochure Design: Queenstown, NZ

Within this brochure I wanted to keep the focus on photography as I thought the imagery of the 
landscape was the most compelling argument for visiting. I chose to incorporate red as the accent 
color because the stark contrast against the greens and blues served to emphasize all of the colors.

After visiting 
Queenstown, NZ in 
August 2016 I fell in 
love with the gorgeous 
scenery. Throughout 
this time I relied heavily 
on travel brochures and 
while they were useful I 
never thought that they 
did the town justice. 
Thus when I came back 
I decided to create a 
brochure that would not 
only be helpful but also 
well-designed.



This is the innermost section 
to the brochure and the first 
one seen when it is unfolded 
and opened up fully. It is the 
view of Queenstown from atop 
the “Queenstown Hill” and 
commonly known as the spot 
which best showcases the vast 
landscape. The wild beauty 
of the mountains, lake, and 
surrounding woods in contrast 
with the small town is sure to 
inspire any traveler to want to 
visit. The setup of the brochure 
additionally enables this image 
to be used as a poster either 
for travelers or for advertising, 
which could provide even more 
publicity for the town. A contrast 
of the bright red with the deep 
blues results in an even more 
vibrant image.



No matter how good Square One Brewery are an inefficient and poorly designed website 
can act as a turnoff to potential cutomers. Thus, I chose to undertake a complete webstie 
redesign as part of this branding design overhaul. For me, it was key to focus on including 
the most improtant aspects that the restaurant wanted to portray: good food, great drinks, 
and a welcoming atmosphere. In order to express these charateristics I chose to include 
lots of images of the environment and the food, a complete and easy to navigate menu, an 
up-to-date list of beers on tap, as well as special events and contact information.

Website Design: Square One Brewery



I NEED A LONGER NAME FOR THIS!
This advertisement for the Funds 
Allotment Council at Truman State 
University was created to run in the 
school paper. FAC, an on campus 
organization, focuses on providing 
funding to other organizations for 
bringing events to campus. An 
emphasis on the money that FAC 
can provide to other organizations 
was the central focus of the ad. 
Utilizing an illustrated closeup of 
Benjamin Franklin on the $100 
bill and the tagline “Need some 
Benjamins?” reinforces the idea. 
The simple text communicates the  
with limited reading required while 
providing a resource to learn more.

I was commissioned to design a capitol report header for MO Representative Phil Christofanelli for 
inclusion with all of his digital communications. In line with his portrayal as a modern, new, polished 
representative I chose to utilize simple, clean lines as well as a muted color pallet in order to create 
a sleek design. The accent color red is utilized as a nod to his party as well as funtioning as a 
means to create contrast and a focal point within the piece.



Personal Branding:
As a designer, I draw inspiration from 
everything that I do and as a result all of my 
hobbies, passions, and daily work influence 
my design. I wanted to create a project that 
truely captured all these different versions 
of myself. Based off of books that I had 
when I was a child, I chose to create a “flip” 
book as a physical representation of the 
metaphor that all of the different versions 
of “Taylor” help influence me as a designer. 
Each page is cut into three sections one 
for the “head”, the “torso”, and the “legs”. 
These then may flip independently of each 
other allowing for the creation of new 
bodies. The combination of different heads, 
torsos, and legs results in the changing of 
the sentence on the left side page.

I chose to focus on myself as an avid 
reader, a leader, a traveler, an event 
planner, a designer, a student, a runner, 
and the perfect fit for any design firm. 
In presenting these charateristics I 
emphasize the wide variety of skills that I 
possess and how each of these not only 
influences my design but enables me to 
be a more well reounded individual. The 
overall color scheme consists of cool 
colors mainly focused on green and blue. 
In use as a personal promotion I wanted 
this to corrdinate with my portfolio without 
completely matching it.
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Here is a paragraph about 
the branding project that I 
did for Square One Brew-
ery. It was a great project 
and I really enjoyed it. I 
think that it turned out well 
and it was great. Now I am 
just trying to fill up space. 
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Capitol Report Header: Phil Christofanelli
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